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ABSTRACT 


Recent studies have shown that customers are changing their trend of shopping by moving to 
organized shopping malls across the globe. We had the interest in finding out what could be the 
motivation behind this action. We based our study on some selected shopping malls within 
Ghana particularly the - Accra mall, Marina mall and A&C mall. 

The research approach used in our study was a mixed research method approach. For our 
qualitative approach, respondents were taken through our research questionnaires, so that they 
could have a fair idea before answering them. The questionnaire contained closed-ended and 
open-ended questions in the survey. In total, 200 respondents were interviewed for the research 
work. Our study output revealed that, the age group that expressed interest in shopping at the 
shopping mall in Ghana was the 18-23 group, with a percentage of 46.0%. It also revealed that, 
48-53 age group had the least percentage of shopping at the mall in Ghana with a percentage of 
1.0% from our sample size of 200. We also realized that most of our respondents were equally 
moved to shop at the malls by the shopping environment, promotions, convenience, 
entertainment, making friends, attractiveness, and quality of shopping experience. 

Inferences drawn from this study are put into three categories; literature, policy and practice. On 
literature, we assume that there is migration of customers from smaller shops and the streets to 
organized shopping malls in Ghana, and this could be applied on a larger geographical area since 
our sample size was small. On the part of policy, the output provides guidelines to what 
customers expect at the shopping mall, and this can help industry to improve on their services to 
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acquire potential customers and retain their customers as well. On practice, the study has 
provided feedback on factors that draw customers to shopping malls. Shopping malls can 
therefore, take up this opportunity to enhance on customer retention and acquisition. 
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CHAPTER ONE 


1.0 Introduction 

This research work sought to find out why there is the growing popularity in shopping at the 
shopping malls in Ghana, with the concentration on some selected shopping malls. This chapter 
includes; the statement of research problem, research objectives, research questions, significance 
of study, scope of study and chapter disposition. 

1.1 Background of the Study 

Buying and selling began a long while in history. The trade of money for a service or product 
can be traced far back from the time humans started to grow their own food. In the middle of the 
year 1400 in the Middle East, shopping started to take place in bazaars, where numerous of 
people gathered to sell their merchandize (Olsen, 2015). Market in every economy is very 
essential, and Ghana is not an exception to this effect. There are variety of markets in Ghana that 
deal with different products and services ranging from clothes to fruits, and many more. 
Ghanaian markets are outstanding as compared to other countries. One can hardly find a market 
that trades on only one ware. 

Trading in Ghana started when the colonial masters first arrived in the country. As known in 
history, the barter trade system was the only means of trade used during those times- goods were 
exchanged for other goods or services which the parties believed were comparable. In Ghana 
there are several malls or shopping centres which include, Accra mall, A&C mall, Marina mall, 
Melcom, West Hills mall. Palace and others. People visit these places for different purposes. Our 
study would be based on the growing popularity in shopping at the malls. A selected number of 
malls in Ghana will be looked at. 
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Shopping malls attract the attention of people due to their various functions. Many people who 
are not even shopping enthusiast like to visit the shopping malls for some other reasons. These 
days, people go to the shopping malls just to know the newest or latest trends in the world. 
People do not want to be left out when it comes to changing trends. Some also go to the shopping 
malls to relax and spend quality time with loved ones. This has been made possible due to the 
restaurants and cinemas found in the malls. Shopping malls are now set up with the aim of 
harboring people the whole day without going out since everything people would like to do or 
buy has been provided under one roof. 

1.2 Statement of Research Problem 

In recent times, there has been a growth in shopping malls or centres across major cities of 
Ghana such as Accra and Kumasi. The aim of this study is to get an insight of what drives 
people’s preference for shopping at the malls, focusing on selected malls in Accra. The study 
reviews relevant literature within the sector, with the view of collecting primary data that 
produces new and context specific knowledge regarding consumer choice of shopping malls in 
Accra, Ghana. There is also little knowledge in the area of this research, hence, the desire to 
bring to the notice of future researchers to utilize our findings. Industry can also benefit from this 
research since most of the unknown factors that cause the migration of customers from 
downtown shops to shopping malls will be outlined. The methods used in this research is the 
mixed method, which is helpful to further research as against the other methods. 
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1.3 Research Objectives 


The aim of this study is to explore why there is a growing popularity in shopping at the shopping 
malls in Ghana. Distinctively, the study sought to achieve these outlined objectives: 

1. To explore why customers express interest in shopping at the shopping malls 

2. To find out the age group that shops at the shopping malls 

3. To find out if customers consider their geographic locations before going to shop 

4. To find out what motivates customers to shop at the shopping malls. 

1.4 Research Questions 

The research sought to find answers the following questions with the aim of obtaining the above 
objectives: 

1. Why are customers so interested in shopping at the shopping malls in Ghana? 

2. Is there an age group that rather prefers shopping at the shopping malls? 

3. Do customers consider their geographical locations before choosing a particular shopping 
mall? 

4. What motivates customers to shop at the shopping malls in Ghana? 

1.5 Significance of the Study 

The study is expected to reveal why there is a growing popularity in shopping at the shopping 
malls in Ghana. The study significance covers three categories; literature, policy and 
practice. 
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•S On literature, we assume that there is a migration of customers from smaller shops 
and the streets to organized shopping malls in Ghana, and this could be applied on a 
larger geographical area. The research adds up to the little research in this area in the 
Ghanaian context. 

•S On policy, the study provides guidelines for shopping malls to improve on their 
services in order to acquire potential customers and retain their customers as well. 

•S On practice, the study will provide feedback on factors that draw customers to 
shopping malls. This gives shopping malls the opportunity to enhance on customer 
retention and acquisition. 

1.6 Scope of Study 

It covers a selected number of shopping malls in Ghana. Accra mall is chosen because it is one 
of the most modern shopping malls in West Africa and the first large scale shopping centre in 
Ghana. It has over 50 retail shops and happens to be one of the most visited shopping centres in 
Ghana. The second mall selected is Marina mall which has over forty shops with KFC being one 
of the main outlets where people troop in mostly. The third mall selected is A&C mall because of 
its facilities which draw people there. Some of these facilities are the gyms, banking halls and a 
university which is located inside the mall. The locations of these malls attract more of their 
customers and also favor the researchers to carry out their findings. 

1.7 Chapter Disposition 

This study is made up of five (5) chapters. The first chapter presents the purpose of the study and 
explains the background to the study, objectives of the study, the problem statement, significance 
of the study, scope of the study and the limitations as well. The next chapter looks at previous 
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research works that were reviewed. The theoretical focus of this study dwells on shopping 
centres, store choice, shopping mall attraction and consumer choice. The third chapter defines 
the research methodology that was used in the study. The study covers the research setting, 
research design, the study population and sampling size, the sampling techniques, 
instrumentation, the mode of data collection and techniques of data analysis. Chapter four 
focuses on the findings of the study and data analysis and lastly, chapter five deals with 
discussion, conclusion and recommendations. 
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CHAPTER TWO 


LITERATURE REVIEW 

2.0 Introduction 

This chapter of the study reviews past literature from researchers that are related to this study. It 
also describes the theoretical issues of this study which dwells on shopping centres, store choice, 
shopping mall attraction and consumer choice. All the literature reviewed are related to 
shopping malls, shopping and other scholarly works related to research work. 

2.1 Shopping Centres 

According to the International Council of Shopping Centres (ICSC, 2004), a shopping centre is 
classified as a commercial establishment, which is designed, planned, constructed, and managed 
by a central unit and enclosed with retail and service-oriented entities. Various shopping malls 
contain varying types and sizes of business enterprises that are configured to serve all consumers 
or a specific class of consumers in a particular trade area. Shopping centres are therefore a group 
of commercial and/or retail avenues that provide customers with their needed products and 
services conveniently and easily. These centres also provide a range of different designs and 
functions of the various retail outlets in order to meet the different customer-segments. For 
example, the Accra mall provides diverse functions or retail activities including cinemas, cafes, 
retail stores, and many others. 

2.1.1 Shopping Centres in Ghana 

Accra Mall is one of Ghana's prime supermarkets. It started operations in 2008 aiming to raise 
the standard of Ghanaian shopping experience. It is situated on the Spintex road adjacent the 
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Tema Motorway. Melcom, another renowned retail centre, was unveiled in 1989. In 1991, the 
first shop was opened in the capital city of Ghana, Accra. It has subdivisions in almost every 
region nationwide. Melcom-Plus is their largest single shop in the country which covers an area 
of over 90,000 square feet. There are also other shopping malls in Ghana such as, Marina mall, 
A&C mall, and many others. 


Just like the other malls, where people visit for various reasons, Marina mall is a shopping centre 
located at Airport City in the Greater Accra of Ghana, where various commercial activities are 
undertaken by customers, marketers, potential sellers and buyers and others. Marina mall is also 
situated around some offices and popular buildings such as, the Kotoka International Airport, 
Airport residential area, Cantonments, Holiday Inn, Golden Tulip Hotel and the upcoming 
Marriot hotel. With 45 outlets and a gross leasable area of 9,000 sqm spread across three floors, 
Marina Mall have some attributes which include entertainment centres for children, fashion and 
designer brands, supermarket and a food court with varieties 


A&C mall is also another mall we considered in the study, which has a branch in Ghana, situated 
in East Legon-Accra. A&C Mall is a private owned business centre and one of the first private 
shopping centres to be established in Ghana, a decade ago. The building which serves as a 
multipurpose building consists of many stores such as, a business plaza, a shopping centre, a 
gym, a playground for kids, retail stores, banking facilities and other service providers. 
Convenience and easy accessibility are some of the priorities of the business to every individual, 
with its slogan, “It’s all here” seeks to inform people of its variety of services one can think of. 
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2.1.2 Life Cycle of Shopping Malls 


Resources are continuously revitalized and bartered among retailers and shoppers in the 
company of shopping ecosystem (Cha 2001). The life cycle of shopping malls does not depend 
on their physical abilities or qualities alone, but also focuses on new shopping malls as well. It is 
therefore very important to follow the conditions that make a shopping mall alive, implement 
them, and face no death threats by bringing to action, the right type of regeneration. Value-chain 
consideration is also a very important factor to increase customer vitality. Promotional tools can 
equally help increase customer vitality in the various shopping malls. For example, some of the 
retail outlets in Accra mall run series of promotions in order to increase their market share as 
well as retain their customers, especially during festive seasons 

Lowry (1997) stated that, shopping malls have a wheel of life which are; birth, growth, maturity, 
and decline. The concept of the wheel of life explains amendments in the characteristics of this 
phenomenon; and through this, developers and retailers would have the chance to plan their 
strategies in adjusting to the changing conditions of the retail industry (Lowry 1997). Identifying 
a shopping mall’s life cycle stage needs a comprehensive analysis, which includes; ‘a shopping 
mall’s age, their competitors, dynamic attitudes portrayed by shoppers, and marketplace 
changes’ Lowry (1997). 

2.1.3 Continual Regeneration 

This brings a lifelong existence to shopping malls around the globe. A continual regeneration 
will give vitality to a shopping mall, if it follows Lowry’s stages of accelerated development and 
maturity. 
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2.1.4 Strategies in Regeneration of Shopping Malls 


The first regeneration aim could be “evolution” for shopping centres. According to history, every 
type of shopping place was a forerunner for the followers. In order to upgrade or improve on the 
process, evolution is very necessary. One of the strategies for regeneration of shopping malls is 
renovation, which means updating their activities and structures-buildings and their environment 
as well. Therefore, renovation is not only to restore the centre’s image, but also to maintain their 
structures continuously. De-malling is yet another strategy that is being used by shopping malls 
around the globe for regeneration. As stated by Crawford (2002), de-malling is a more dramatic 
version of the continual updating and evolution that have always characterized mall 
development. This is all about upgrading an old enclosed shopping mall into a more vibrant one. 
It is very important to consider the climatic factors when opening up the structure to the 
elements. 

2.2 Store Choice 

The reasons why a consumer prefers to shop at a particular shopping centre instead of the other, 
depends on the decision taking by him or her. There are factors that either attract or repel a 
customer from a shopping centre. The customer’s place of residence can be a factor per the 
reason for shopping at a particular centre. Thus, if where the customer stays is far from the 
shopping centre with all other things being equal, he or she will prefer to shop at the closest 
centre while saving cost. A customer who receives satisfaction after consuming a service or 
product, is likely to revisit the shopping centre and the vice versa. The actions of the shopping 
centre also determines the choice of a customer. To create customer loyalty, the customer has to 
discover satisfaction in his or her consumption. 
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Emphasizing the importance of re-visits, Finn and Louviere (1996) describes the evaluation 
process that consumer goes through as a three step process, which indicates that in evaluating a 
shopping centre, the total utility, beliefs and the tangible attributes should be considered. 
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Figure 2.1 Three Process 


Source: Finn and Louviere (1996, p.) 


Shopping malls contain variety of goods and services but not every customer has the desire for 
all these needs simultaneously. Because of variations in customers’ desires, they have different 
views in valuing the different shopping centres in terms of how satisfying their specific needs are 
met, example, price, service provision, and so on. Finn and Fouviere (1996) indicated that brand 
image is the main reason why customers visit shopping malls. In building the image in 
consumers’ minds and enhancing buying ability towards the shopping mall, the physical features 


10 



is carefully chosen. These are some of the factors that will draw customers to the shopping 


centre, or draw them away to seek for other alternatives. 

2.2.1 Store Image 

According to Martineau (1958), store image is the complex combination of tangible and 
intangible or functional and psychological attributes of a particular store. The personality of the 
store determines whether the customer will perceive their services being of quality or not. The 
interaction, process or output results between the customer and the provider will either put a 
negative or positive image in the mind of the customer. The physical appearance of the store can 
also create an image in the mind of the customer. Customers are sensitive what has been 
promised, and will therefore expect quality of service or above what has been promised. If this 
has been failed, customers will feel dissatisfied and a negative image will be created, per 
comparison between the expected service and that of the perceived service. 

2.2.2 Effects of Store Image on Centre Choice 

Several shopping malls have similar stores and similar prices of merchandise at their various 
shopping centres. For a particular shopping centre to attract a greater share of these customers, it 
has to be unique in its deliveries and services. This differentiates it from the other competitors. 
Altering or changing its image creates a difference for the customers’ taste and preference as 
compared to the other shopping malls. According to Schiffman et al., (2012), the image of a shop 
depends on its services provided and its physical environment. The employees of a shop, the 
surrounding of the centre, the general physical surrounding can create an image in the minds of 
customers. Therefore, the image of a shopping centre influences the perceived quality of 
products or services offered. 


11 



Smith and Sherman (1993) studied the concept of “Effects of Store Image and Mood on 


Consumer Behavior”. According to their study, variety of some elements make up the store 
image concept, including the services provided, their products offered, convenience and their 
promotional tools, and "atmospherics". They further defined “atmosphere” to be the conscious 
effort of designing the environment to create an emotional state in the minds of customers that 
will enhance purchase or repurchase. According to Smith & Sherman (1993), shopping centres 
can improve on the general appearance of their centres, the paintings, shape of buildings, the 
background music and many others. This can influence the mood of the buyer and his or her 
buying behavior. 

2.3 Shopping Mall Attraction 

The management of shopping malls for some time now have decided to offer extra services in 
order to lure or motivate their potential customers or customers to shop at the shopping malls. 
Some of these extra supplementary services could be, entertainment, excitement, or creating an 
avenue for meeting old and new friends. Traditionally, the people who developed shopping malls 
pulled consumers to malls by assuring them a wide range of stores provided under one roof. Due 
to this, many malls have come to look alike, offering comparable services and products at 
comparable prices. 


As a result of consumers’ changing needs, shopping malls have grown larger and their one-stop 
convenience has expanded to include service outlets. Shopping malls today offer shoppers so 
many things to do making the mall a one-stop station. Shopping malls offer restaurants, arcade 
games, cinemas, beauty salons and many more. According to past studies conducted by Sirpal & 
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Peng (1995), a shopping centre with a food court tends to have many customers visiting the 
place. This means that any shopping mall which has a food court is found attractive because 
customers coming to shop may either come there to eat and relax at the food court 


Ismail (2007) stated that the management of a particular shopping centre should focus on making 
the centre more appealing to its customers by making it a comfortable place. In making a 
shopping centre attractive or appealing, good security systems, comfortable places to relax, 
adequate parking spaces and the cleanliness of the centre are all factors that contribute to a 
shopping centre’s attractiveness. According to Dennis et al., (2002) it is possible to use the 
concept of branding technique as yardstick for a shopping centre to measure the image of the 
centre. This technique helps to find out how satisfied customers are with regards to a particular 
shopping centre. Based on studies on the attractiveness of shopping malls, seven factors have 
been established and this came from the studies by Wakefield & Baker (1998) and Ismail (2007). 
These factors are entertainment, variety, design, ambience, mall essence and convenience. 

2.3.1 Variety 

Variety gives the different services and products offered in a shopping mall for its customers to 
choose from and how these services and products offered will induce customers to visit the mall. 
A shopping mall is where all that customers want or need is being provided under one roof and 
this helps customers to compare the prices and quality of goods and services (Berman & Evans 
1995). This has been made possible because of variety. 
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2.3.2 Mall Essence 


According to Ismail (2007), the operational activities of the shopping centre to make available 
goods and services to customers, the type of shops in the shopping mall, the quality of goods and 
services and also the after sales service to customers make up the mall essence. This routine 
activity of the shop will give customers the assurance of quality service. As the shop continues to 
satisfy the desire or perceived service of customers, the loyalty level of customers will be 
enhanced. The image of the shop is determined by the individual customers who have had 
experience with their services consumed or through word of mouth from others. Therefore, in 
maintaining or creating a positive image in the minds of customers, the shop should continue to 
offer its services promised to customers, satisfactorily or delight customers as well. 

2.3.3 Entertainment 

Entertainment is a major factor in contributing to the attractiveness of a shopping centre. 
Entertainment provided in shopping centres enhances the shopping experience of customers and 
according to (Haynes & Talpade 1996), it can create customer loyalty for a particular shopping 
centre. Customers will not shop in centres that are boring or centres that do not provide 
entertainment facilities. It could either be a cinema (Bellenger et al., 1977) or a game arcade or 
even regular events organized at the centre. Accra mall is one of the centres that provides this 
type of service to its customers, where movies are often premiered. 

2.3.4 Design 

According to Lui (1997), during decision making of customers to choose a shopping centre, 
customers will choose shopping centres with modem architectural designs and and also those 
that are luxurious. The design features of the mall includes the tiles used for the floors and 
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washrooms, the layout and even the ceiling. The design of the washrooms, escalator, and 
arrangement of shops all affect the evaluation of the consumers’ decision. For example, some 
people go to Marina mall to have a glimpse or to use the elevator or the escalator. 

2.3.5 Convenience 

This is the factor that looks at cleanliness, parking spaces, security, width of the shopping mall 
and comfort in the mall. This factor can change the choice of the customer as to which shopping 
centre to visit and which not to visit. Convenience is actually what every shopper seeks for, 
customers want and do not want to be stressed when shopping. Loudon & Bitta (1993), stated 
that convenience is all that customers want now and do not want to spending time moving from 
one shop to another and also do not want any difficulty in parking their cars. Convenience is 
what also drives people who do not like shopping to visit the malls and make a few purchases. 

2.3.6 Ambience 

Ambience is a factor that speaks of the atmosphere or mood in a particular place. It could be 
color in the mall and the music played in the mall to enhance the atmosphere. The color in a 
particular shopping centre can influence customers to shop there. If a shopping centre is 
characterized by very dull colors, it will drive customers away an when lively or colorful colors 
are used, customers tend to have a connection with shopping centre and this will appeal to them 
to shop there. The music played in a shopping centre should not just be any music but rather 
music customers enjoy or can connect to. According to Greg et al., (2008) the kind of music 
played at a shopping centre whether happy or sad would have an impact on the customers while 
shopping. The atmosphere of the shopping centre is very vital in influencing customers’ choice. 
Herrington & Capella (1996) found out that, playing of happy music or good music induces 
customers to purchase more. 
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2.4 Consumer Choice 


Consumer choice is a subject of study in most research areas which includes, marketing, Human 
Resource Management, Accounting, Finance, Economics, Insurance, Public Administration and 
many others. A consumer is a person or individual who buys goods or services for personal 
consumption. Peter Drucker, a marketing scholar said "The aim of marketing is to know and 
understand the customer so well so that the product or service fits him and sells itself." A 
marketer’s responsibility is therefore to look out for the basic needs and wants of consumers in 
order to help them make preferred choices. That is delivering quality and value to customers. 
Quality and quantity are some of the elements that drive most consumers to make a choice in 
buying a product or service. It could be the cues that elicit the response to a consumer buying a 
product or service. 


Malls are important retail centres (Gilboa et al., 2013) that play a crucial role in the retail 
environment (Finn & Louviere, 1996). The aim of every shopping centre is to satisfy consumers, 
customers and to attract potential customers as well to the mall. Malls are buildings marketed to 
the world for consumers to make their preferred choices. A consumer's choice of a particular 
shopping mall may be based on several reasons such as; the effect of the mall 
atmosphere(Massicotte et al., 2011 ; North & Kotze, 2004 ;Turley & Milliman, 2000) , many 
people enjoy the pleasant, park-like atmosphere (Balazs,1994), the level of excitement and 
pleasure at the mall ( Wakefield and Baker , 1998 ), the impact of entertainment ( Sit et al., 2003) 
and the enjoyment of shopping experience (Hart et al., 2007). Malls are recognized as important 
places that provide opportunities for social experiences outside the home (e.g., meeting friends, 
watching people), especially for young people and for mature consumers (Richardson, 1993). 
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The atmospheric serenity of the mall is a factor of the choice of mall by some consumers. In 


Ghana, the malls have well demarcated parking space, lovely lawns and trees around and every 
shop in the mall is air conditioned to make the place cool and conducive for customers or 
consumers. 

In Ghana, some of the malls have movie cinemas, play grounds for kids, restaurants and other 
exciting places where customers visit to have fun and relax. Most adults visit the cinemas to 
relax and watch movies of their choice as a source of entertainment. New movies are also 
premiered at the cinemas in some of the malls for customers to meet and hang out with 
celebrities. The restaurants at the malls serve as an appropriate meeting place for some business 
people. Others also go to the shopping mall to while away time with good food, music and 
socialization. 


Moreover, the arrangement of items in a shop, music playing in the background whiles shopping, 
shop assistants attending to customers during and after shopping, clarity in prices of items in the 
shop, ease in finding items, are also reasons why a customer chooses and enjoys shopping at a 
particular shopping mall. These factors are the cues in the choice of malls by some consumers 
and visiting the mall more than once. 


Every consumer has different needs and wants, hence a consumer may visit a particular shop in a 
shopping centre because of a particular need. For example, Game is a shop located in Accra 
mall, which provides products for body building, mass gainers, protein supplements gym 
equipment and many others whereas Shop and Save and the other smaller shops does not. A 
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consumer will visit Accra mall because of the unique products Game has to offer in order to 


satisfy a particular need. 


Some researchers, Wilhelm & Mottner (2005) and Altman & Low (1992) claimed that young 
consumers are closely attached to the mall and have a connectedness with the mall. 
Kusumowidagdo et al., (2012) reported that university students could perceive the sense of place 
of a mall by identifying the physical and social features of the mall. Jackson et al., (2011) 
reported that factors related to hygiene, entertainment and locational convenience are features 
more effective for consumer attitudes among the youth’ toward mall attributes. 

Summary 

The literature review of the study examined scholarly works related to shopping centres. A great 
portion of this chapter sought to review academic works that looked at the motivations of 
customers moving to shop at the shopping malls, instead of downtown or street shops. In looking 
out for the factors motivating customers’ desire in shopping at the mall, several research topics 
were reviewed. These include shopping centres, store choice, store image, effects of store image 
on the shopping centre, shopping mall attraction and consumer choice. These issues are 
explained into details in the literature review in the quest to finding out the motivational factors 
of customers moving to shop at the shopping malls in Ghana. 
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CHAPTER THREE 


RESEARCH METHODOLOGY 

3.0 Introduction 

The methodology addressed the methods applied in gathering and analyzing the data from 
respondents for this study. According to Davis (2013), research methodology can be seen as a 
model to conduct a research within an area of a particular paradigm. This means, the 
methodology is a framework of how to go about the entire research, and it serves as a boundary 
to which the entire study is being conducted. Remenyi (1998) defines research methodology as a 
procedure of framework to which the research is being conducted. The chapter presented the 
research design and approach used in achieving the understanding of the growing popularity of 
shopping at the shopping malls in Ghana, based on some selected malls. It also highlighted on 
the sampling method and size used for the study. Data analysis techniques that were used in the 
research were also discussed in this chapter. 

3.1 Research Approach 

The research approach used in a particular research study depends on the research purpose and 
the research questions that guide the researcher. The decision to which approach to use in a 
research work has to do with the research aim and the questions that needed to be addressed 
(Marshall & Rossman, 1999). 

According to Hackley (2003), a lot of studies take the form of mixed approach, thus, the 
quantitative and qualitative methods. Hackley (2003), stated that the choice of mixed approach 
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does not constitute an equal percentage in the study. One usually dominates the research work as 


compared to the other. 


Qualitative data does not equal quantitative data. With qualitative data, the researcher seeks to 
gather information with the help of interview guide and discussions with panel. Quantitative 
method uses survey questionnaires that have to be analyzed by the researcher in achieving the 
objective of the research work. The research work will take its shape from the selected 
approaches used, which occurred as a result of the researcher’s theoretical stand. Data is 
therefore, related to the action of choosing a research subject, conducting the study and coming 
out with the final results from the analysis (Berg, 2007). 


Quantitative approaches are associated with quantifying of data, expressed in numbers and 
statistics. They are associated with large samples sizes, high concern for representativeness, and 
its data collection is structured (Hair et al., 2003). 


This study combined both approaches in gathering data. Thus, mixed method was used for this 
study. In the study, quantitative research method superseded that of the qualitative method. Thus, 
structured questionnaire was designed in collecting the quantitative data from respondents. 
However, in beginning the survey, qualitative approach was used in order to get more 
information from customers based on their experiences on shopping at the shopping malls, and 
also to ensure that the questionnaire was well understood. The questionnaire forms part of the 
appendices in the subsequent chapters. 
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3.2 Research Design 


Depending on its purpose, research may seek to explore, explain or describe a phenomenon. A 
study design can be described as a guideline or detailed plan for carrying out a particular 
research work or project. It outlines the steps that are needed in acquiring the right information 
from respondents in achieving solution to a problem, describe a phenomenon, or explain a 
situation. This stage is the beginning of carrying out a research study. It determines the 
effectiveness and efficiency of a research project. Therefore, this determined the expenditure that 
was be put in the whole research work, be it cost or time. 


This research work was mainly exploratory, thus, it sought to give understanding to why 
customers are moving from downtown shops to shopping malls in Ghana. It sought to make 
known the relevant causes of customers migrating from other shops to shopping malls in Ghana. 
A conclusion was drawn on why this phenomenon occurs in Ghana, which the subsequent 
chapters will discuss. 

3.3 Research Setting 

The study took place in some selected shopping malls (Accra Mall, A&C and Marina Mall) in 
Accra-Ghana, due to their easy accessibility to the researchers. In order to minimize cost and 
save time as well, it was necessary making the choice of these centres. 
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3.4 Research Population 


Hair et al. (2008) expressed that exploration in the advertising administration condition must 
guarantee an exact choice of the objective populace, as promoting related research needs to 
manage the determination of particular issues identified with their objective markets. As 
expressed by Malhotra (1999), populace is the total of the considerable number of components 
that offer some basic arrangement of attributes and that contain the universe with the end goal of 
the exploration issue. In our present research, the populace included all clients in Accra city, 
from which the specimen size was drawn. This discovered their encounters and perspectives on 
their shopping exercises and in addition to discover why they moved from downtown shops to 
the shopping centres. 

3.5 Sampling Techniques 

There are a few examining procedures as to likelihood and non-likelihood inspecting methods 
for the analyst to choose from. As indicated by Fox and Bayat (2007) likelihood examining is 
utilized when each component of the populace has a known and not-zero possibility of being 
incorporated into the specimen. As indicated by May (2001) clarifies that the likelihood testing 
procedures makes it conceivable to express the scientific probability of test attributes being 
copied in the populace. 


Non-likelihood inspecting is considered as a scope of systems where the l ik elihood of choosing 
each testing unit is obscure and the determination of the unit is done by the analysts' own 
particular intrigue or judgment. It in this manner takes after a subjective approach, as per Hair et 
al., (2000). From Tasha kk ori and Teddlie (2003) quantitative reviews regularly utilize likelihood 
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inspecting strategies, and subjective research for the most part applies non-likelihood procedures. 


Tashakkori and Teddlie (2003) concede, nonetheless, that no exploration custom can guarantee a 
particular system and that a blend of examining strategies can be utilized as a part of a push to 
answer the examination address. The utilization of different systems in research work is upheld 
by Easterby-Smith et al., (2002). In the review, the non-likelihood examining procedure was 
utilized as a part of gathering our information. An accommodation inspecting method was 
utilized, so that respondents who were effectively open were drawn closer for the overview. 
They were gathering of clients who were promptly accessible to the scientists. 

3.6 Sampling Size 

As indicated by Lacobucci and Churchill (2005) specimen sizes can either be settled or 
successive. In this way, it winds up noticeably settled when the example size to use for the 
information accumulation has been resolved ahead of time for the review. It ends up noticeably 
consecutive when the example estimate for the review can be balanced, when the scientist 
understands the underlying size can't answer the exploration address. In this review, settled 
example size was utilized as a part of social affair our information. 


Three shopping centres were picked among the few strip malls in Ghana. This was done keeping 
in mind the end goal to limit cost and time in our exploration ponder. Taking all things together, 
an aggregate number of 200 clients were picked as our settled specimen estimate for the 
exploration. Since the three shopping centres change in sizes (the quantity of retail locations shift 
from shopping centre to shopping centre), the example size was conveyed proportionately. A rate 
of 50 was allocated to Accra shopping centre, 25% to Marina shopping centre, and 25% to A&C 
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shopping centre too. The distributed specimen size to the different settings utilized as a part of 


our exploration work were condensed in the table underneath. 

Table 3.1 Apportioned Sample Size 


Location 

Sampling method 

Sample size/percentage 

Accra Mall 

Simple random 

100=50% 

Marina Mall 

Simple random 

50=25% 

A&C 

Simple random 

50=25% 


Source: Field Data (2017) 

3.7 Sources of Data 

As per Malhotra and Birks (2006), there is contrast amongst essential and optional information 
accumulation. Essential information alludes to first-hand data gathered from the field to address 
look into issues. Malhotra and Birks (2006), characterize auxiliary information as data that have 
been gathered for different purposes. Our review concentrated on gathering and examining 
essential information. 


As proposed by Lacobucci and Churchill (2005) the accompanying sorts of essential information 
should be gathered in advertising research: 

• Demographics and financial qualities. In this review, the information distinguished the 
contrasts between the individual respondents' subtle elements in view of their ages, sex, 
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nationality, conjugal status, instructive level, work status, normal salary, and different 
components. 

• Psychological and way of life qualities. This alludes to the way the individual client 
carries on that recognizes him/her from others. 

• Attitudes and sentiments: The person's perspectives and inclinations can be named as 
states of mind, while assessments are the vocal articulations of the said mentalities. Our review 
looked to get some answers concerning the client's mentalities and sentiments identified with 
his/her shopping background levels, and his/her fulfillment and dependability levels. 

• Motivation: This supported us to discover why a few clients act and act surely, and what 
could be the inspiration driving their activities. In our review, a question was made a request to 
realize what propels clients to shop at the shopping centre rather than downtown shops. 
Arrangement of reasons were given by the distinctive respondents. 

3.8 Data Collection 

Review as surveys for retailers and clients were the instruments utilized for the gathering of 
information with the end goal of this exploration. The polls contained significant inquiries with 
the end goal of this review. The information gotten from finished polls were investigated and 
utilized. Before beginning the meeting, members were educated of the point of the review and 
were given a short clarification of the errand, its obscurity and its willful nature (Flint et al., 
2002). In this way, a semi-talk with apparatus was similarly utilized as a part of the information 
gathering. The meeting initiated by soliciting the members to think from their intentions of 
shopping at a strip mall. 
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3.9 Data Analysis Techniques 


As indicated by Cooper and Schindler (2008), information examination is the procedure where 
gathered information is decreased to a more controllable and advantageous size, and where the 
analyst can begin to distinguish patterns or examples, apply measurable methods and condense 
the information. This is critical on the grounds that it will help the analyst to decipher the 
discoveries so as to answer the examination questions. From this, a few perspectives were made 
by different scientists. Malhotra and Birks (2006), then again, portrayed information 
investigation as the altering, coding, interpretation and confirmation of information. Malhotra 
and Birks (2006), additionally affirmed that similar information investigation strategies are 
utilized for both quantitative and subjective systems, and in addition for both essential and 
auxiliary information. 

3.9.1 Statistical Package for Social Sciences (SPSS) 

The survey that was intended for the review produced quantitative information. It was 
accordingly intended to empower the analysts dissect the information utilizing a quantitative 
system. The information was examined utilizing the Statistical Package for Social Sciences 
(SPSS). The Statistical Package for the Social Sciences (SPSS) is a business PC programming 
bundle that has been utilized since the midi960s, Bryman and Bell (2007). 

3.9.2 Frequency Tables 

Tables are utilized to organize raw numbers in sections and lines. These raw numbers can be 
efficiently analysed (Ojo,2005). As indicated by Sarantakos (2007) recurrence tables contain just 
the information of one variable, compress its information, and how routinely it happens. 
McDaniel and Gates (2005) portrayed it as a table demonstrating the quantity of respondents 
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picking each response to a review address. Greenfield (2002) expressed that recurrence tables 
can be utilized for estimations on a ceaseless range by recording the quantity of results inside 
various non-covering arbitrarily chose class-interims. It is an enlightening instrument planned to 
give more insights about the statistic points of interest of the respondents, and in addition the 
fundamental aftereffects of each question in the surveys. Rubin (2007) suggests that the 
recurrence dissemination or table shows the quantity of cases in every classification of a 
variable, and in rate of the aggregate configuration. This approach was utilized as a part of the 
review and the biggest and second biggest gatherings were effortlessly distinguished in the 
recurrence tables. In this way, the gathering of customers who visit the shopping centre 
routinely, what they do at the shopping centre, and others. 

3.9.3 Instrumentation 

Instrumentation is referred to as gadgets and materials that facilitated the entire data gathering 
process, from respondents to data capturing and analysis (Harricharan & Bhopal, 2014). The 
instruments used for data gathering for this study included interviewer and structured 
questionnaire. An introductory letter was issued by the department of marketing, University of 
Ghana Business School and signed by the supervisor, introducing the research and its objectives 
to our prospective respondents. The letter was also introduced to managements of the three 
selected malls, for permission to be granted before the data was collected within their premises. 
A structured questionnaire was designed, with 19 set of questions, based on demographics and 
socio-economic characteristics of respondents, their psychological and lifestyle characteristics, 
their attitudes and opinions, and many others. At the point in time where respondents did not 
understand any set of questions, we the researchers clarified these questions for them. 
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3.10 Reliability and Validity 


“Reliability is the extent to which a scale produces consistent results if repeated, measurements 
are made” (Malhotra, et al., 2012). In achieving this, results obtained from the three different 
shopping malls were compared. Validity of a multi-item scale states “the degree of which any 
measurement approach or instrument succeeds in describing or quantifying what it is designed to 
measure” (Weiner, 2007). In achieving this, there are many ways in assessing it. The different 
aspects are content validity, construct validity and criterion validity. Content validity is “the 
degree to which elements of an assessment instrument are relevant to and representative of the 
targeted construct for a particular assessment purpose” (Haynes, et al., 1995). Construct validity 
examines in which degree the constructs measure what it was designed to measure, and criterion 
validity “refers to the extent to which one measure estimates or predicts the values of another 
measure or quality” (Eaves & Wood-Groves, 2007). In order to achieve content validity, 
questionnaires including a variety of questions on understanding the growing popularity of 
shopping at the shopping malls in Ghana were used. 

3.11 Limitations 

Limitations are influences that the researcher cannot control. They are the shortcomings, 
conditions or influences that cannot be controlled by the researcher that place restrictions on the 
methodology and conclusions. For most studies, it is difficult to get a clear picture of the whole 
population and that creates some limitations to the study. The sample size in this study is small, 
and could be large for further researchers. We encountered difficulties in gathering information 
from some of our respondents. Some of the elderly respondents were not willing to give out their 
detailed information. There was limited scope for the study, as there were other organized 
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shopping centres that could have been covered for the study, but a few were selected. Further 
researchers could cover a larger portion of scope. For future research it could be a good idea to 
both increase the sample size as well as acquire a simple random sample. As there is no similar 
research done it would also be interesting to compare this result with another country or area. In 
addition, our survey did not cover uneducated respondents and so future research can build on 
that. Lastly, the number of malls covered were few and so we will recommend that, future 
researchers can cover a good number of malls. 

Summary 

This chapter was to introduce the methodology of our research study. It outlined several concepts 
in relation to the topic. This is a summary of what has been discussed under this particular topic: 
the research methodology was defined, and the fact that the study was exploratory and the 
approach used being mixed method. The strategy used in the sample selection was survey, with 
convenience sampling technique. Our data collection method was based on both primary and 
secondary in nature, and quantitative data analysis technique was applied. Thus, Statistical 
Package for Social Sciences (SPSS) and frequency tables were also used. The instruments used 
in our data collection was discussed; introductory letter that was issued by the department of 
marketing, University of Ghana Business School, and set of questionnaire that was designed in 
gathering our data from respondents. 
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CHAPTER FOUR 


DATA ANALYSIS 

4.0 Introduction 

This chapter focuses on the analysis, findings and discussion of our findings from the study. The 
purpose of this is to know if the findings from our study correspond with existing literature why 
there is an increase in the growing popularity in shopping at the shopping malls or new findings 
have been established from the study .The data collected has been presented and analysed in this 
chapter. Section 4.2 will present the quantitative data gathered from customers at the three malls 
namely; Accra mall, Marina mall and A&C mall selected within Accra in Ghana. A survey of 
questionnaire, containing 19 self-assessed questions were used in gathering the information. 

4.1 Survey Data Presentation 

The survey presentation consists of participant characteristics and factors that draw participants 
to the mall. It begins with general overview of participants’ characteristics, then, descriptive 
information about variables that draw customers to the mall in Ghana. Finally, this chapter 
concludes with the results of hypothesis testing. 

4.1.1 Participant Characteristic & Variables that Draw Customers to the 
Mall in Ghana 

A total of 200 questionnaires were issued to respondents, and all of them were returned. With 
age, 46% represented the highest for 18-23 age group. Of these, 64% were males, while 36% 
were females. Our study also showed that all participants have a certain level of educational 
background; JHS/O level= 1.0%, SHS/A Level= 12.5, Degree= 68.5 Masters/MPhil= 14.8, PhD= 
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3.5. There were errors encountered with some of the output, because some of the respondents did 


not answer some of our questions. The output of our data gathered are as follows; 


4.2 Age of Respondents 


Age is an important determinant of how issues are being perceived by an individual. It is 
believed that, mature persons analyse and understand situations better than young ones. The 
study sought to find out the age group that respond to motivational factors that trigger them to 
shop at the shopping malls in Ghana. The data have been presented in table 4.1. 
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Table 4.1 Age of Respondents 


Percent 

18-23 years 

46.0 

24-29 years 

27.0 

30-35 years 

12.5 

36-41 years 

6.5 

42-47 years 

3.5 

48-53 years 

1.0 

54-59 years 

1.5 

60 years and above 

2.0 

Total 

100.0 


Source: Field Data (2017) 

The study sought to analyse the growing popularity in the age group of respondents who visit 
Accra mall, Marina mall and A&C mall. From the table above, it can be said that, 46% of the 
ages between 18-23 visit the mall, in addition, 27% of respondents were between the ages 24-29, 
with 12.5% of respondents between the ages 30-35, also 6.5% represented respondents between 
the ages of 36-41, 3.5% of respondents between the ages of 42-47, 1% of respondents between 
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the ages of 48-53, 1.5% respondents between the ages of 54-59 and the remaining 2% of 
respondents ranging 60 and above years visit the shopping malls in the study. This explains that, 
most people who shop at the malls are the youth since cumulatively 73% of respondents were 
between the ages of 18 and 29 years. This explains that, the youth are mostly attracted to 
shopping at the various malls. Ages between 48-53years which represented 1% were the least 
group that visits the malls. From this, it could be further explained that, to some extent, there is a 
little error in this finding because the particular age group representing the highest age group 
who visits the mall are low income earners and most of them do not necessarily visit the mall to 
shop as compared to high income earners. This will have an effect on these malls because the 
more the youth visit the mall, the less income shop owners will get. 

4.3 Gender of Respondents 

Gender as a demographic factor is very important in terms of determining why people shop at the 
shopping malls in Ghana. People of different sexes are likely to perceive issues differently, 
therefore, table 4.2 presents the data of gender of respondents. 
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Table 4.2 Gender of Respondents 


Percent 

Male 

64.0 

Female 

36.0 

Total 

100.0 


Source: Field Data (2017) 

From the statistical table above, it explains the gender characteristics of respondents sampled for 
the study. Out of the total number of 200 respondents, 64% of respondents (128) represented 
males and 36% of respondents (72) represented females. Also, more than half of the total 
percentage represents males who visit the shopping malls for the purpose of our study. In 
analysing the data, it was revealed that more males turned out during the collection of data than 
females for the purpose of the study. Therefore, from our study, it is revealed that, more males 
visit the shopping malls as compared to females. 

4.4 Nationality of Respondents 

The nationality of respondents was considered in the study due to the difference in economic 
development and income levels. Developed countries seemingly patronize well organized 
shopping centres as compared to street shops. Table 4.3 presents the data of nationality of 
respondents. 
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Table 4.3 Nationality of Respondents 


Percent 

Ghanaian 

92.0 

Others 

8.0 

Total 

100.0 


Source: Field Data (2017) 

From the table above, it was realised that, 92% of respondents who visit the malls were 
Ghanaians and 8% of respondents were other different nationalities. In analysing the output 
above, it shows that more Ghanaians visit and patronise the goods and services the malls 
provide. This is a positive outcome from our study because, the study conducted focuses more 
emphasis on Ghanaians and why they are shifting from shopping on the streets and other shops 
to the mall. The act of customers buying from one-stop shops, streets, smaller shops and many 
others was already in existence before the introduction of malls. This assumption of people 
moving away from downtown shops to the mall led to our study in order to ascertain the cause of 
it. Furthermore, the output shows that more Ghanaians are moving from shopping on the streets 
to the malls than foreigners. This could further be explained that, Ghanaians like to try new 
experiences and once the introduction of malls is something new, it is likely for more people to 
move and enjoy newer services and products. 
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4.5 Marital Status of Respondents 


The marital status of respondents was taken into consideration due to the different activities that 
are being taken in relation to shopping. Married and single persons have different taste and 
preference in relation to what to shop and where to shop. Table 4.4 represents the marital status 
of respondents to the study. 

Table 4.4 Marital Status of Respondents 


Percent 

never married 

74.0 

Married 

23.0 

divorced/separated/widowed 

3.0 

Total 

100.0 


Source: Field Data (2017) 

The table above presents the current marital status of respondents who gave responses to the 
questionnaires for the purpose of this study. From table 4.4 shown above, 74% of respondents 
which represented 148 frequency of respondents, were in the category of never married, 23% of 
respondents were married who visited the malls and the remaining 3% of respondents having 
divorced/separated/widowed. This clearly explains that more than half of the total sample size 
visit the malls. A percentage of74% represents respondents who have never been married. 


36 



4.6 Educational Level of Respondents 


Education enhances the individual with knowledge and the ability to analyse situations better. It 
was very important to determine the educational background of respondents in order to 
determine the level that prefers shopping at the shopping mall. Table 4.5 shows the data of 
respondents’ educational background. 

Table 4.5 Educational Level of Respondents 


Percent 

JHS/O level 

1.0 

SHS/A Level 

12.5 

Lirst Degree 

68.5 

Masters/MPhil 

14.5 

PHD 

3.5 

Total 

100.0 


Source: Field Data (2017) 

The frequency table indicates that, 1% of our respondents had JHS/O level education, 12.5% had 
SHS/A Level education, 68.5% of respondents had first degree, 14.5% had Masters/MPhil and 
3.5% of our respondents had PHD. Cumulatively, there is a 100% level of education achieved by 


all respondents who availed themselves for the study. The educational status of respondents were 
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based from the highest to the lowest form of education achieved by respondents. Deducing from 
this, educated people tend to shop at more organized, security and conducive retail centres. This 
is because this category of people are more upgraded with changing trends and know what they 
basically want from a particular place. Also, educated people are able to identify the particular 
products of their choice in the mall, read more about new products and services before purchase. 
Educated people are well informed about the dynamics in the marketing and retail environment 
and are able to manoeuvre their ways around the environment. Moreover educated people are 
able to express themselves in terms of a common language since English is the official language 
in Ghana. In analysing the data, it was also realised that, there was an error categorising the 
levels of education. This is because, there was a zero response from uneducated respondents and 
this resulted in a 100% level of educated people in our study. 

4.7 Employment Status of Respondents 

Employment is a factor that determines what and where to shop by a customer. Customers who 
are employed, and earn a certain amount of income will seek the services of organized shops that 
might be relatively costly due to the cost incurred in production. Table 4.6 presents the 
employment status of respondents. 
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Table 4.6 Employment Status of Respondents 


Percent 

Student 

48.0 

Employed 

48.0 

Unemployed 

4.0 

Total 

100.0 


Source: Field Data (2017) 

From the table above, 48% of respondents were students, with another 48% being employed and 
4% being unemployed. Deducing from this there was an equal percentage of respondents 
representing the category of students and employed. As such, it is more likely that students and 
the employed categories visit the shopping malls in Accra more than any category of people. 
With regards to the employed, it could be assumed that because they earn some level of income, 
they can afford goods and services on offer at the malls. Likewise, the large percentage of 
students visiting shopping malls could point towards proximity, as well as other value derived 
from shopping malls. 
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4.8 Income Level of respondents 


The disposable income of an individual determines what to shop and where to shop. A customer 
with high disposable income will seek to high quality products and services which come with 
high cost. Table 4.7 presents the income level of respondents. 

Table 4.7 Income Level of Respondents 

Percent 



GHs 100-500 

41.0 


GHs 501-1000 

19.5 


GHs 1001-1500 

9.5 


GHs 1501-2000 

6.5 


GHs 2000 and above 

22.5 


Total 

99.0 

Missing 

System 

1.0 

Total 


100.0 


Source: Field Data (2017) 

From the table above, 41.4% represented respondents who earned an average income between 
GHsl00-500, 19.7% represented respondents who earned between GHs501-l,000, 9.6% 
represented respondents who earned between GHs 1,001-1,500, 6.6% represented respondents 
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who earned GHs 1,501-2,000 and 22.7% represented respondents who earned Ghs2,000 and 
above. From the frequency table, we realized that all classes of people shop at the mall in Ghana, 
be it lower class, middle class, or upper class. Some respondents never opened up on their 
income status that represented 2.0% of our output. Furthermore, once all classes of income 
earners shop or visit the malls, this is a positive sign to retailers in the various malls because new 
packages of products, goods and services can be introduced to attract more customers and serve 
existing customers in the various malls. Also customised products and services can be offered to 
the various levels of income earners for consumption. 

4.9 Location of Respondents 

The location of a customer can also be a factor that depicts where to shop. All things being equal, 
a customer will shop at a centre which is close to his or her residence as compared to one that is 
far. In determining whether location is a factor to why customers shop at the shopping mall, 
figure presents the data from respondents. 
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Location of Respondents 
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Figure 4.1 Location of Respondents 

Source: Field Data (2017) 

On the part of where customers reside, we realized that 93.5% (187) are within Accra while 
6.5% (13) are outside Accra. This explains from the output that, most of the respondents who 
shop at the malls for the purpose of our study reside in Accra. From our study, this further 
explains that, more respondents or customers visit the malls closer to them rather than travelling 
outside the region to shop at other places. From the graph presented above, it is clearly stated 
that less than half of respondents who visit the shopping malls are outside Accra. Considering 
distance, time, cost and other factors to travel from one region or country to the other to shop, 
customers will rather prefer to shop within their regions. 
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4.10 Customers Shopping Elsewhere 


The study offered to find out whether customers have an alternative based on shopping 
elsewhere. This can also help determine their possibility of switching their shopping centres. 
Customers can switch their centres if they perceive services to be of low quality or when other 
unfavourable factors occur. The data on whether customers shop elsewhere is presented on table 
4.8. 

Table 4.8 Shopping Elsewhere 


Percent 

YES 

94.0 

NO 

6.0 

Total 

100.0 


Source: Field Data (2017) 

The table indicates that 94% of respondents answered YES to the fact that they shop elsewhere 
apart from the mall and the remaining 6% answered NO to the question above. This explains that 
although the mall is a place where respondents shop, they also have other alternatives for some 
particular products or services the mall does not provide. Explaining further, the malls provide 
various goods and services but not everything, thus, some other products respondents may want, 
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may not be found. This clearly explains why most respondents answered YES to shopping 


elsewhere apart from the shopping mall in our study. 

4.11 How Often Customers Shop at the Shopping Mall 

The study also intended to find out the rate at which customers visit the shopping mall in Ghana. 
The survey made enquiries on how often customers shop at the shopping mall, and the data was 
analysed and presented. The output is presented by table 4.9. 

Table 4.9 How Often Customers Shop at the Mall 


Percent 

Very often 

16.0 

Weekly 

19.5 

Monthly 

14.5 

Occasionally 

50.0 

Total 

100.0 


Source: Field Data (2017) 

The frequency table deduced that, 16% of respondents visit the malls very often, also 19.5% of 
respondents shop at the mall weekly, 14.5% shop monthly and the remaining 50% shop at the 
mall occasionally. It turns out that, half of the respondents prefer shopping occasionally during 
festive seasons or promotions. Generally, a lot of people visit the mall during these seasons to 
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shop, explore or buy at cheaper prices and also enjoy services at cheaper prices. This gives them 
the opportunity to socialize, meet new people and relax as well. 

4.12 Distance Customers Consider before Travelling to Shop at the Mall 

Distance is a factor many customers will consider before making a decision on where to go 
shopping. In cutting down travelling cost and saving time as well, customers will prefer to shop 
at a centre that is near their residence. Table 4.10 depicts the data on whether customers consider 
their distance or not. 

Table 4.10 Distance Considered before Travelling to Shop at the Mall 


Percent 

YES 

48.0 

NO 

52.0 

Total 

100.0 


Source: Field Data (2017) 

According to our output, a high percentage of 52% customers do not consider their distance 
before going to the shopping mall and a percentage of 48% consider their distance before going 
to the shopping mall. Respondents who do not consider their distance before travelling to the 
mall value the unique service quality, goods and products the mall has to offer as compared to 
the cost of travelling from their place of residence to the mall. 
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4.13 Means of Transportation of Respondents 

In making a decision on where to shop, customers take into consideration, the means of transport 
to use. Distance will be considered by some customers on the decision of choosing a particular 
means of transportation. Figure 4.2 presents the data on the means of transportation respondents 
use. 


M eans of Transportation 



■ Public Means ■ Private Means 


Figure 4.2 Means of Transportation of Respondents 

Source: Field Data (2017) 

From the pie chart, we discovered that the following are either using private means or public 
means of transportation to the shopping mall. 

Our research finding depicts that 58.0% of respondents use public means of transportation. A 
percentage of 42.0 respondents use private means of transportation. From the research finding, a 
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greater percentage of respondents earn little income and therefore, they cannot afford their own 
means of transportation. It may also be the reason of limited parking space at the malls. 

4.14 Travel Time Considered by Respondents 

Time is being valued by many conscious shoppers when taking the decision on where to shop. 
Customers consider the time they will spend travelling to a shopping centre. Figure 4.3 presents 
the data on whether respondents consider their travel time going to shop. 


do you consider your travel time when going to shop? 



do you consider your travel time when going to shop? 

Figure 4.3 Travel Time Consideration of Respondents 

Source: Field Data (2017) 


47 










The research intends to find out whether customers consider their travel time before visiting the 
shopping malls in Ghana. The finding shows that a high percentage of respondents consider their 
travel time before taking up a decision to shop at the shopping mall. With the place of residence 
with regards to respondents, those who reside in Accra are dominant with relation to those 
outside Accra. This can be a reason why most of the respondents are within the category of those 
who consider their travel time before going to shop at the mall. Deducing from the bar chart 
above, 57.0% of respondents ticked YES, for considering their travel time when going to the 
shopping mall in Ghana. A percentage of 43.0 do not consider their travel time when journeying 
to the mall. In the city of Accra, traffic can be one of the deterrents of people travelling to shop at 
the mall. Customers will prefer going to a nearby shop to shop, than staying in traffic for ours. 
From our output we realized that a percentage of our respondents shop elsewhere apart from the 
shopping malls. This is evidence that those who do not want to go through stress while travelling 
to shop at the mall will rather find an alternative. 

4.15 Motivation for Shopping at the Shopping Mall 

Motivational factors move customers to shop at a particular shopping centre. Customers become 
loyal or impressed by what they encounter or go through during service encounter. If quality is 
below what has been promised without the necessary recovery measures being taken, customers 
are likely to exit or switch. There were several motivational factors gathered from respondents 
that are presented in figure 4.4. 
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M otivation for shopping at the mall 



Environment Promotion Convenience Entertainment M aking Friends Attractiveness Quality 

■ Motivation for shopping at the mall 


Figure 4.4 Motivation for Shopping at the Mall 

Source: Field Data (2017) 


The chart above illustrates the factors that motivate people to shop at the shopping mall. From 
the chart, it is observed that 27.5% of the respondents happen to have convenience as what 
motivates them to shop at the mall, 19.5% of the respondents have environment as what 
motivates them to shop at the shopping mall, 18.5% of the respondents chose quality, 16% chose 
promotion, 5% chose making friends, 2.5% chose entertainment and the rest that happens to be 
1.5% chose attraction as what motivates them to shop at the shopping mall. This implies that 
majority of the respondents like to shop in places where they will not have any difficulty, these 
people like to shop without going through any stress. These people like to be comfortable when 
shopping. The second highest percentage also had environment as the factor that motivates them 
to shop at the shopping mall. This means people take into consideration the environment and 
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atmosphere in which they shop. People like to shop in well ventilated areas or places with good 
temperature. For them to visit a shop, the shop should be a neat one and should have good 
lightening system. The next factor is the quality of products and services offered in the mall. For 
a mall to have many customers, it should be one that provides quality goods and services, if not, 
people will not be motivated to shop there. From the table, it is observed that promotion also 
motivates people to shop at the shopping mall. Entertainment, making friends and attractiveness 
are the least things that drive respondents to shop at the shopping mall. This means a mall with 
these factors in place would have to reconsider other factors since these ones have little influence 
on people’s motivation to shop. 

An error of 9.5% (19) was achieved. They either shop based on by-chance or they do not know 
the motivation behind their shopping activities at the mall. 

4.16 Days Respondents Prefer to Shop at the Mall 

Individuals have different activities they involve themselves in, therefore, they will have 
different days set aside for shopping activities. Others will prefer visiting the shop during the 
week, while others will prefer visiting during the weekends. Table 4.11 represents the data on the 
days respondents prefer to shop at the mall. 
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Table 4.11 Which Days People Prefer to Visit the Mall 


Percent 

Weekdays 

31.0 

Weekends 

69.0 

Total 

100.0 


Source: Field Data (2017) 

From the frequency table above, the finding depicts the days respondents prefer to shop at the 
shopping malls in Ghana. Grouping the days, the survey dwelled on weekdays and weekends. 
The finding shows that 31.0% of respondents prefer to shop at the mall during weekdays. Out of 
this percentage, 69.0% of the respondents prefer to visit the mall during weekends. From our 
research finding, a high percentage of respondents are students and employed under the 
employment status. This phenomenon shows that most of the respondents are busy during 
weekdays and cannot make time to visit the mall. During weekends respondents are less busy 
with activities and can spend time at the shopping mall. Respondents also prefer to relax at the 
mall during weekends after a stressful weekday-work. Respondents take their children out, have 
fun with their colleagues, do window shopping, watch movies, and many other activities. 
Shopping malls can take this as an opportunity to incorporate other activities during weekends in 
order to retain their customers and acquire potential customers as well. 
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4.17 How Long Respondents Stay at the Shopping Mall 

Customers have different activities they involve themselves in at the shopping mall. This will 
determine how long one stays at the mall. Figure 4.5 presents how long respondents stay at the 
mall, using ‘below an hour’ and ‘above an hour’ as the basis of measurement. 

Time Spent at the Mall 
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■ Time Spent at the Mall 

Figure 4.5 Time Spent at the Mall 

Source: Field Data (2017) 

The chart above depicts the number of minutes or hours customers spend at the shopping malls 
in Ghana. Per the finding, we realized that a high percentage of our respondents spend an hour or 
more at the shopping malls, involving in different activities. From the table above, 72.5% of 
respondents spend an hour or more at the shopping malls in Ghana, while 21.5% spend less than 
an hour. This indicates that there are so many different set of activities people involve 
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themselves in at the mall. Some people get involved in long-lasting activities that keep them 
busy for up to an hour or more. For example, some respondents go to the mall for business 
purposes, and might keep long, pertaining to what the agendum is. Customers who are just 
walking in to purchase a specific item or service will not keep long at the shopping mall. The 
time difference as to how long customers stay at the mall has to do with the activities one 
involves himself/herself in. 


An error of 6% (12) was found in our data collected. Respondents did not fill out the portion of 
time spent at the mall in relation to our study. 


4.18 What Respondents Do at the Mall 

There are several activities that go on at the shopping malls, and every customer decides on 
which one to partake. The research study sought to gather information on the activities 
respondents undertake. The output has been presented by figure 4.6. 


140 

120 

100 

80 

60 

40 

20 

0 
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■ What people do at the mall 


Figure 4.6 What People Do at the Mall 

Source: Field Data (2017) 
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Our research was also interested in finding out what people mostly do at the shopping malls in 
Ghana. From our finding, it shows that 63% of respondents go to shop at the shopping malls in 
Ghana, since shopping is the primary activity that takes place at the various shopping centres. 
From our finding, entertainment and eating are some of the activities respondents engage 
themselves in, with entertainment being 12%, likewise eating. From our research, we realized 
that a greater portion of respondents are students and those who are employed cumulatively. This 
may make it difficult for them cooking during working hours or after close from work. The 
solution to this is to eat at the malls or elsewhere. With entertainment, new movies are premiered 
at the cinema, which draws a lot of people to the mall. For example, the Accra mall has a 
cinema, which welcomes a lot of customers to watch new movies that are being premiered. 
According to the chart above, 6.5% of respondents visit the malls for the purpose of business 
transaction. A percentage of 6.5% of respondents also visit the mall for the purpose of 
socialization. 

4.19 Benefits Respondents Derive from Shopping at the Shopping Mall 

Benefits are perceived differently by individual customers. Respondents go to the mall for 
different purposes, therefore, might achieve different benefits after shopping. The data 
represented by figure 4.7 depicts responses from the respondents for the study. 
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Benefits 



■ Convenience ■ Quality ■ Socialization ■ Price Promotion ■ Variety 

Figure 4.7 Benefits Derived from Shopping at the Mall 

Source: Field Data (2017) 

The pie chart above depicts the benefits the research respondents’ derive from shopping at the 
shopping malls in Ghana. As shown, 30% of the respondents visit the mall because of 
convenience sake. This indicates that they prefer stress-free shopping than going through the 
hustle and bustle in downtown shops. A percentage of 21.5 of the respondents visit the malls 
because of price discounts. Respondents are sensitive to price promotions, and will visit the mall 
during these seasons. The chart deduces that 20% of the sample size visit the shopping malls 
because of quality. Quality is a factor that moves customers to a particular retail shop or a 
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supply, hence the services and products of the mall must be of quality in order to enhance 
loyalty. Socialization is one of the benefits customers derive from shopping at the shopping 
malls in Ghana. Respondents expressed the fact that they do not only go to shop at the mall, but 
to have fun with new friends as well. A total of 9.5% of respondents showed interest in 
socializing with their friends and making new friends as well at the mall. The fact that the mall is 
a collection of anchor shops under one roof, customers have variety of services and products to 
consume. According to the chart, 4.0% of the respondents prefer variety thus, visit the shopping 
malls in Ghana. An error of 15% (30) was achieved because respondents did not know the 
benefits they get, therefore not filling out this portion. 
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4.20 Level of Satisfaction of Respondents 

Customer satisfaction depends on the individual customer experience with the service or product 
consumed. The customer judges the perceived service with the actual service received. Figure 
4.8 presents on the satisfaction level of respondents. 


how satisfied are you when you visit this mall? 



how satisfied are you when you visit this mall? 

Figure 4.8 Level of Satisfaction of Customers 
Source: Field Data (2017) 

As the figure deduces above, the finding shows that a greater proportion of the respondents 
express some level of satisfaction to their patronage of shopping malls in Ghana. The findings 
show that 38.5% of respondents are fairly satisfied with their services received at the shopping 
malls. This indicates that the services rendered to customers at the various shopping malls have 
some level of quality, as judged by the customers. Since a greater portion of the sample is not 
highly satisfied with services received from the shopping centres, much more can be done to 
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achieve customer acquisition and customer retention. The chart shows that 32.0% of respondents 
are satisfied with services received at the malls. A bit of improvement in the services of shopping 
malls can retain this percentage of sample size since they already endorsed their service quality. 
A percentage of 28.5 expressed being highly satisfied with services as shown in the chart. A 
minute percentage of 1.0% of the sample size expresses dissatisfaction in their consumption at 
the shopping malls in Ghana. In creating customer loyalty, the malls have to deliver quality 
services to their customers. 

Summary 

The chapter analysed the data received from respondents. It sought to provide a detailed and 
precise view of the information gathered from respondents to beneficiaries. Respondents’ 
demographics, as well as characteristics were presented in this chapter in the form of charts and 
frequency tables. The Statistical Package for Social Sciences (SPSS) was used in processing the 
data collected from respondents. In order to find out the motivational factors of customers 
moving to shop at the shopping malls in Ghana, their demographics, including age, gender, 
nationality, marital status, educational background and income level were also taken into 
consideration. Based on this output presented by the chapter, a conclusion was drawn based on 
the factors that motivate customers to shop at the shopping malls in Ghana. 


58 



CHAPTER FIVE 


DISCUSSION, CONCLUSION AND RECOMMENDATIONS 

5.1 Introduction 

This chapter is to provide discussion to the output, provide conclusion to the analysis presented 
in the previous chapter, and give recommendations to the industry, policy and literature. 

The research relied on finding out the factors that led to the growing popularity in shopping at 
the shopping malls in Ghana. A selected number of shopping malls in Ghana were chosen for the 
study. 

Four research questions were formulated to aid with our research; 

1. Why are customers so interested in shopping at the shopping malls in Ghana? 

2. Is there an age group that rather prefers shopping at the shopping malls? 

3. Do customers consider their geographical locations before choosing a particular shopping 
mall? 

4. What motivates customers to shop at the shopping malls in Ghana? 

5.2 Discussion 

This particular section seeks to highlight on the four objectives achieved in the study by getting 
answers from the findings that were given in the previous chapter. It also highlights on the major 
findings that were achieved from the data. Convenience, relaxation, promotion sake, 
environment, entertainment, socialization, attractiveness and quality are some of the major 
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factors that motivate customers to shop at the shopping malls in Ghana, per the output received 
from respondents. Output also showed that the age group that expresses interest in shopping at 
the shopping malls in Ghana is the 18-23, with a percentage of 46.0%. The findings are being 
elaborated below with respect to the objectives of the study. 

5.2.1 Research Objective 1. 

With our first objective, it sought to explore why customers express interest in shopping at the 
shopping malls in Ghana. Literature provided that customers move to the shopping mall instead 
of downtown shops because of certain prevailing factors. Convenience, relaxation, quality sake 
or promotion sake. From the output given, we realized that all the factors perceived were 
considered by respondents, with Convenience being the prominent reason why people will rather 
prefer to shop at the shopping mall. Promotion was also considered widely by customers to be 
one of the drivers of them going to shop at the shopping mall. 

5.2.2 Research Objective 2. 

The second objective of the study was to determine whether there is an age group that prefers 
shopping mall in Ghana. The output showed that the various age groups have different taste and 
preference when it comes to shopping at the shopping mall in Ghana. 

The following age groups were considered in the study; 

18-23, 24-29, 30-35, 36-41, 42-47, 48-53, 54-59 and 60 and above. Output showed that the age 
group that expresses interest in shopping at the shopping mall in Ghana is the 18-23, with a 
percentage of 46.0%. 48-53 age group had the least percentage of shopping at the mall in Ghana. 
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On the part of education, those under the Undergraduate category have interest in shopping at the 
shopping mall in Ghana. A greater portion of this category falls within the age group category 
that prefers shopping at the mall. With evidence from the output, we realized that there is an age 
group that will prefer to shop at the shopping malls in Ghana. 

5.2.3 Research Objective 3 

The third objective of the study was to find out if customers consider their geographical locations 
before going to shop at the shopping mall in Ghana. Output showed that majority of respondent 
customers are residents of Accra, and that enabled them to easily explore other shopping malls 
within the region. Output also indicates that customers are not sensitive to their distances before 
going to shop at the shopping mall in Ghana. With regards to the output achieved, majority of the 
respondents are within Accra, thus, 93.5% (187) were within Accra while 6.5% (13) were 
outside Accra. Majority of respondents were negative to the fact that they consider their distance 
before going to shop. Out of 200 respondents, 48.0% consider their distance while 52.0% do not 
consider their distance before travelling to shop at the shopping mall. 

5.2.4 Research Objective 4 

Our last objective of the study was to find out what motivates people to shop at the shopping 
mall in Ghana. Literature emphasized on the fact that there are factors that motivate the 
patronage of people moving from other shops to shop at the mall. Some of the motivational 
factors provided by literature are; environment, promotion, convenience, entertainment, making 
friends,attractiveness, quality. 
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In the data collection, an error of 19 respondents was encountered, representing 9.5% Of the 
population. These respondents either shop based on by-chance or they do not know the 
motivation behind their shopping activities at the mall. With our valid output, convenience 
serves as the highest motivational tool for customers to shop at the shopping mall in Ghana. 
Entertainment is one of the prominent tools next to convenience for people shopping at the mall 
in Ghana. Quality is another tool highly considered by customers before they move to the 
shopping mall. 

5.3 Conclusion 

From the output achieved, it was not all respondents who adhered to all the factors provided. 
Customers have different taste and preferences with value achieved from a service or a product 
consumed. Our research showed the following as some of the factors that motivate customers to 
move to the shopping mall; environment, promotion, convenience, entertainment, making 
friends, attractiveness, and quality. The output also revealed that customers derive some benefits 
when they shop at the mall, and that serves as a motivational tool; convenience, quality, 
socialization, price discount, variety. The output also showed that customers are satisfied with 
the services received when shopping at the mall. Out of 200 respondents, 28.5% (5) were highly 
satisfied, 38.5 (77) were fairly satisfied, 32.0% (64) were satisfied, and 1.0% (2) were 
dissatisfied. 

5.4 Recommendations 

This section of the study seeks to satisfy the significance of the study, and to the various classes 
of beneficiaries. 
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On literature, we assume that there is migration of customers from smaller shops and the streets 
to organized shopping malls in Ghana, and this could be applied on a larger geographical area. 
The study covered a sample size of 200 respondents of the population. This is very small and 
future researchers can cover a larger number in order to discover more results in this area of 
research. The study also covered a setting of three selected malls in Accra. Due to time 
constraint, we could not cover a large area of setting for our research. Various regions in Ghana 
could be covered when researching into this area of study. 


On policy, shopping malls could use our output to improve on their services in order to acquire 
potential customers and retain their customers as well. The output serves as guidelines to what 
customers expect at the shopping mall. Malls should be able to improve on these needs and 
wants of customers in order to retain them, and acquire potential customers as well. From the 
output, it was not all respondents who preferred to shop at the shopping mall. Some preferred to 
shop elsewhere, and this could be a treat to the mall losing its customers, if there is no quality in 
their services. Age difference is also important in terms of the market segment at the shopping 
mall. From our output, the age group that expressed interest in shopping at the shopping mall in 
Ghana was the 18-23 year group, with a percentage of 46.0%. 48-53 age group had the least 
percentage of shopping at the mall in Ghana with a percentage of 1.0% from our sample size of 
200. The output also suggested that our respondents have a bit of educational background. Shops 
can do direct marketing with their clients through mails or text messages, or other electronic way 
of conveying information. This can help firms outline their new trends of doing business, or can 
help them outline benefits customers will get when shopping at the mall. Customers also 
expressed their interest in shopping at the mall during promotions. Thus, if there is direct 
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interaction, this can draw their attention. Respondents gave convenience, quality, socialization, 
price discount, and variety as some of the benefits they derive from shopping at the shopping 
mall. Shopping malls need to improve on these beneficiary factors given by respondents, or add 
more value or benefits to those discovered. 


On practice, the study has provided feedback on factors that draw customers to shopping malls. 
Shopping malls can take up this opportunity to enhance on customer retention and acquisition. 
Several factors were discovered to be the factors that motivate customers to shop at the shopping 
mall in Ghana; environment, promotion, convenience, entertainment, making friends, 
attractiveness, and quality. Shopping malls should consider these motivational factors of our 
respondents, in order to create customer satisfaction, which could lead to loyalty, and profit to 
the industry in the long run. 
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APPENDIX 1 


DEPARTMENT OF MARKETING AND ENTREPRENEURSHIP 
UNIVERSITY OF GHANA BUSINESS SCHOOL 

QUESTIONNAIRE 

TOPIC: UNDERSTANDING THE GROWING POPULARITY IN SHOPPING AT THE 
SHOPPING MALLS IN GHANA; A STUDY OF SOME SELECTED MALLS IN 
GHANA. 


DISCLAIMER: This questionnaire intends to collect data on the above mentioned topic. The 
researcher will be grateful if you could help provide answers to the following questions. This 
work is exclusively for academic purpose and as such, your answers will be treated with much 
confidence. Thank you for your cooperation. 


1. Age 



12-17 


18-23 


24-29 


30-35 


36-41 


42-47 



48-53 


54-59 


60 and above 
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2. Gender 


Male 


Female 


3. Nationality 


Ghanaian 


4. Marital Status 


5. Education 

JHS/O Level 


Others. 


6. Employment status 

7. Average income 


SHS/A Level 

ZZI Student 



Never Married 


Married 



Divorced/Separated/Widowed 


First Degree 
Employed 


Masters/MPhil 

Unemployed 



GHs 100-500 


GHs 501-1000 


GHsl001-1500 



GHs 1501-2000 


I_I GHs 2000 and above 

8. What is your place of residence? 


PhD 
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9. Apart from this mall, do you shop elsewhere? 


YES 



NO 


If NO, please explain 


10. How often do you shop at the mall? 


Very often I_I Weekly I_I Monthly I_I Occasionally 


11. Do you consider your distance before travelling to shop at the mall? 


YES 


NO 


12. What means of transport do you use? 


13. Do you consider your travel time when going to shop? 


YES 


NO 


14. What motivates you to shop at the mall? 


15. Which day do you prefer visiting the mall? 


Weekdays 


Weekends 
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16. How long do you stay at the mall? 


17. What do you do at the mall? 


18. What benefits do you get shopping at the mall? 


19. How satisfied are you when you visit this mall? 


Dissatisfied 




Highly satisfied 




Fairly satisfied 


_Satisfied I 
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